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Abstract A number of different countries and states have or are in the process of
developing formal or informal guidelines to govern gambling advertising and marketing of
gambling. There is a growing consensus that gambling advertising should not mislead the
public, be fair, provide information on the odds of wining and there should be provisions in
place to protect vulnerable groups, such as, children. In the development of these guidelines
by different countries or states there has been no real consideration of the need to engage
with different indigenous and ethnic populations to ensure that they are protected as
vulnerable populations. Further there is a need to engage with these populations within
countries and across countries to ensure that indigenous and ethnic minority cultural icons,
values, religious practices and music are not used without their permission or exploited in
the business of promoting and marketing different forms of gambling products. New
Zealand’s experience of marketing and advertising of gambling is discussed in this paper. It
is outlined the development of casinos in New Zealand and how Maori were actively
encouraged to participate in the opening of these establishments and therefore, legitimate
their existence as a safe place for Maori, the indigenous population of New Zealand to
frequent on a regular basis. Since then other ethnic minority populations have been targeted
to engage in different forms of gambling by recognising their significant cultural events,
importance of family events and celebrating and promoting the success of important sport
role models. Gambling advertising can be direct or subtle, however, little research has
focussed on the third person effect associated with gambling advertising. New Zealand has
adopted a public health approach to reduce gambling related harm. One of the key
strategies introduced to reduce gambling related harm has been the development and
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implementation of harm minimisation regulations. Research conducted in New Zealand
regarding individuals’ attitudes and behaviour to gambling, highlights that Maori have a
high recall of gambling advertisements alongside other ethnic populations. The paper
suggests that as part of a public health approach to reduce gambling related harm that it is
now timely in New Zealand, for consideration to be given as to how much exposure, if any,
New Zealanders should be subjected to gambling advertising.
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Introduction
When approval was given in 1990 for the establishment of casinos in New Zealand, there
was considerable excitement. It was believed then through the information presented to the
public and the role of the Casino Control Authority, that these new gambling establish-
ments, initially established in Christchurch (1994) and in Auckland (1996) would create
considerable social and economic wealth and would enhance tourism. For Maori, the
indigenous population, it was proposed that these new casinos would provide employment
and new opportunities for economic development.
To celebrate the opening of these new gambling venues, Maori were invited and
encouraged to place their cultural icons in these establishments. Large scale carvings were
commissioned and placed in strategic entry points, to provide a sense of welcome and
protection in the venues. Maori elders were also invited to use their cultural and spiritual
rituals and processes to make these facilities safe for Maori and others to enter, so that they
could come often and bring others to play on a regular basis. At the time of the opening of
these casinos, no real consideration was given by Maori, either individually or collectively,
that they were using their cultural beliefs and cultural symbols to actively promote the
marketing and legitimatisation of casinos and at the same, reinforce the place of gambling g
in New Zealand society.
This paper will discuss the importance of protecting populations at risk from harm
associated with marketing and promoting of gambling, utilising the New Zealand
experience. It is proposed that specific ethnic communities should not be targeted to
engage in gambling. Further, that their cultures, especially their values, cultural processes,
spiritual beliefs, and special family occasions, should not be used as a means to promote
and encourage these populations to engage in gambling, which then increases their risk of
problem gambling and contributes generally to their low level of health and social,
economic and cultural wellbeing.
It is proposed to support the development of a public health approach to remove
gambling related harm, that there should be a specific harm minimisation regulation
developed concerning marketing and advertising of gambling in New Zealand, instead of
the current situation, where there exists a self regulatory code. At present, the code
currently offers no real protection for Maori and ethnic minority communities who are
harmed by gambling in New Zealand.
The paper outlines New Zealand’s history and experience of gambling, it looks at
international trends regarding the development of gambling advertising codes and the
different roles that the media can play in both promoting the normalisation of gambling, as
well as a vehicle to change values and attitudes towards gambling. The perceived third person
effect of gambling advertising is discussed as well as research findings from New Zealand
which identifies there are ethnic differences in regard to recall of gambling advertisements.
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In the past, New Zealand has been an international leader, on a number of important
public health issues, such as, being first to allow women the right to vote, introducing
legislation early to promote smoke free environments and to restrict tobacco advertising.
With this history, it is proposed, that those involved in developing gambling harm
minimisation regulations in New Zealand, should consider the recent initiative taken by the
Auckland City Council to ban large scale billboards in the central city area. This decision
was made that advertising can be hazardous and distracts people’s attention from the
physical and social environment that they live in. In general, the Auckland City Council has
taken the view that large scale advertising pollutes the environment. Perhaps it is now
timely, that consideration be given that gambling advertising pollutes New Zealand’s social,
cultural, environmental environments.
Gambling in New Zealand and Harm Minimisation
Gambling is now legalised through the Gambling Act 2003, in New Zealand. It is
promoted as a legitimate recreational activity which provides considerable benefits to the
community, especially by way of providing funding to assist a wide range of community,
cultural and sports groups. Gambling provides revenue to support defined government
agencies and to provide tax revenue to support Government priorities. The Gambling Act
2003 allows for legalised gambling. It imposes requirements to be met for different
classes of gambling, especially for casinos and gambling machines. One of the purposes
of the Act, is to remove gambling related harm from New Zealand and it was established
after wide consultation and negotiation with different stakeholders, including political
parties. All stakeholders have different views on the role, place and value gambling
should play in New Zealand society.
The Act is very ambitious, has been operational for just over three years and it came
fully into force, on 1 July 2004. A proposed amendment to the Act, is now before
Parliament, to address technical issues which have emerged as a result of operation of the
Act. One of the provisions within the Gambling Act 2003, is the requirement for locally
elected councils to consult with Maori and other communities, to develop a specific
gambling venue policy, at least every three years. This change has allowed for some degree
of community voice in the placement of gambling venues. However, due to a statute
provision, within the Act, the majority of “gambling machines”, in communities cannot be
removed. The Department of Internal Affairs on the other hand, is charged with
responsibility to develop policy, to implement and monitor gambling harm minimisation
regulations and to licence gambling operators.
To address health concerns regarding gambling, the Government has directed the
Ministry of Health to purchase health services, with funding provided by specific gambling
providers. They are: the New Zealand Racing Board, the New Zealand Lotteries
Commission, gambling machine operators and casinos. Collectively, they compensate for
the harm each creates in the community. The Gambling Commission an independent quasi
judicial body recommends to the Government every three years the amount of funding that
each industry, is required to pay for the harm they individually and collectively create in the
community. This body provides advice on funding, however, the Government does not
have to accept the advice offered by the Commission and it alone, can determine the level
of fee each industry is to required to pay. Gambling advertising is linked to gambling harm,
as messages are given to encourage individuals and communities to engage in different
forms of gambling.
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New harm minimisation regulations are now in place in New Zealand, and are modelled
on developments that have taken place in other countries, especially in Australia, which has
focused on changing inside gambling environments. Casinos and gambling machine
venues, for example, are now required to provide information to gamblers of the risks
associated with gambling, the odds of winning, the amount spent and lost on an hourly
basis, the signs and symptoms of problem gambling and information where gambling help
services can be sought.
Gaming machines venues are also no longer able to the use the term “casino” in their
name. The size of jackpots associated with gambling machines cannot be publicised outside
of venues as a means to attract patrons. Despite these changes, there is no formal regulatory
code of standards, governing advertising and marketing, even though there is provision
under the Act if desired to, as part of harm minimisation. Instead, in New Zealand there is
an Advertising Standards Association Code related to gambling advertising. This has been
developed by the Advertising Standards Authority and is enforced by this body. The code is
self regulatory and it states, that any form of gambling advertising should be socially
responsible and should protect minors. No provisions, however, have been made within this
code, to protect the cultural wellbeing of specific ethnic populations, especially Maori, the
indigenous population of New Zealand.
In addition to the above code, there are a set of standards which governs “art works
graphics”, between Australian and New Zealand, regarding icons or symbols, which can be
used on gambling machines. These graphic standards specifically state that artworks should
not be pornographic nor create undue religious offence. This provision has allowed for the
Department of Internal Affairs in 2003, to intervene following Maori advice, to request the
removal of the use of a Maori poi (a traditional tool used in dance) from being used on
gambling machines, on the basis, that this was spiritually and culturally offensive1.
As mentioned, the Gambling Act 2003, in New Zealand aims to reduce gambling harm
and it defines, the legal age individuals can engage in different forms of gambling. The New
Zealand Lotteries Commission, a Crown entity, for example, can only sell “Lotto” and other
similar products to individuals over 16 years of age. These products are regularly sold in local
shops and supermarkets and any new products or marketing of them are required to be
reviewed by the Department of Internal Affairs and the Ministry of Health as to their general
safety to young people and the public generally. This in house arrangement between
government agencies is positive, however, as the Government is the major beneficiary, from
revenue which flows from these products, it is considered that a more formal external review
system should be in place. This is to ensure that the effects of regular advertising and
promotion of gambling products on specific populations and communities are considered.
At present, the New Zealand Lotteries Commission, has no restrictions placed upon it as
to “when”, “where” and “how often”, it can advertise its products. “Lotto” as a product
depends upon constant advertising and is marketed regularly on national television and at
times, when children and young adults are viewing television. The only legal parameters
currently imposed on gambling providers in New Zealand, is that products advertised must
comply with the requirements set out under that Fair Trading Act 1986, and in general
advertisements must not be misleading, nor be deceptive to the public. Despite this
requirement for fair trading, no information is regularly provided alongside the advertising
1 Information provided by personal communication with Mr John Markland Manager Gaming Racing &
Censorship Policy, Department of Internal Affairs. 28 August 2007.
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of “Lotto”, of the odds of winning the major prize or subsequent prizes. Furthermore, there
are no restrictions placed upon advertising of the size of different Lotto jackpots and other
games associated with this product. This situation is different from that of jackpots
associated with gambling machines.
Ethnic Populations in New Zealand and Gambling
Currently, n New Zealand, there are different marketing strategies employed to introduce
and promote gambling to specific ethnic populations. New Zealand has a unique
population; it has a significant size indigenous population (Maori) which accounts for
approximately 14% of the total population. It has a growing Asian population (9.2%)
with many recently settled and experiencing “culture shock” and a distinct Pacific
population (6%) with both New Zealand and Island born residents, who frequently visit
home and have family members visit. Lastly, the majority of the population is Pakeha, a
predominately European population, who brought gambling to New Zealand as part of
their culture early in the 18th century,(Grant 1994). Since settling in New Zealand,
Pakeha followed by other settlers, have used gambling as a recreational activity, a form
of fund raising and now, a means to redistribute income from one group to another
(Amey 2007).
Opportunities to gamble in New Zealand are not distributed evenly throughout all
communities. Currently, casinos are based in four main cities (Auckland, Hamilton,
Christchurch and Dunedin) and there are two in Queenstown, a major tourist destination.
Gambling machines and the Totalisator Agency Board (TAB), which operates track and
sports betting, are widely distributed throughout the country. The majority are located in
low income communities. It is in these areas, where Maori, Pacific and increasingly Asian,
are more likely to live, (Ministry of Health 2006a). Location of gambling venues in low
income communities increases access and accentuates the vulnerability of marginalised
populations to engage in gambling and therefore, increases their risk of gambling related
harm. Pakeha or Europeans are also exposed to gambling in different communities, but in
general, are more likely to live in areas which have a lower level of social deprivation and
therefore, fewer opportunities to gamble.
Concentration of gambling venues in specific local communities not only increases
those living in those areas the opportunity for gambling, but it also changes the local
environment and therefore, influences local cultures and lifestyles practices. The sale and
marketing of gambling products becomes part of the local culture, which can then
capitalise on local social norms and become part of cultural and sport related activities.
The promotion of “Lotto”, in New Zealand, for example, is often linked to important
family occasions, such as “Mother’s or Father’s Day” and “Christmas Day”. Advertising
is often focussed around the purchase of a Lotto ticket for a family member as a means
for them individually and collectively, to achieve their family’s dreams. For many low
income families, with limited discretionary income, the giving of a “Lotto”, ticket to a
family member is a significant gift, but there are also real opportunity costs, money spent
here, cannot be used elsewhere.
In the promotion of the encouraging individuals to purchase “Lotto”, no information is
provided to the purchaser or even the beneficiary of the ticket, of the statistical odds of
winning a major prize. It will be recalled that this is a breach of one of the standards that are
now considered should be in place to promote socially responsible gambling and fair
trading of consumer products.
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Sport: A Medium for Gambling Advertising
Use of sport as a medium to promote gambling is a powerful form of gambling marketing
in New Zealand. It is often used in subtle way to engage with Maori and Pacific and other
communities. Many different forms of sport, are now linked to sports betting and in
promoting these sports, such as rugby or rugby league, young Maori and Pacific men are
clearly visible. To promote their sport and their sponsorship which shows clear links to
gambling, such as Skycity Casino, they are often promoted in the media as sports heroes
and also supporters of a specific form of gambling. When developing guidelines related to
gambling advertising, the promotion of sport and sports heroes should be considered and
protected, as such individuals are often seen in their communities as cultural icons and
leaders for the future. Engagement and support of gambling by these sport heroes’ validates
gaming as an acceptable recreational activity and in doing so, supports others from their
community to participate in wagering.
In New Zealand, gambling venues, are often used as meeting places, that is “to eat”, “to
drink” and “to celebrate wins and loses from sporting events”. How these venues are used
should be considered in the development of gambling marketing and advertising guidelines.
This is important as often vulnerable groups are targeted to attend celebration gatherings in
such settings and it is in these environments they are exposed to different forms of
gambling. Furthermore they are often recruited by members of their social network or
whanau to gamble or consume alcohol.
The intergenerational effect of gambling advertising has not been considered in the
literature related to marketing and advertising of gambling but has links with the third
person effect, which is discussed later. In New Zealand, many individuals are able to recall
the promotion of gambling in their early childhood, by way of listening to the radio and
seeing regularly on television horse racing and “Lotto”, being drawn. This form of
advertising has often occurred when they were young, most often with other family
members being present. It is often family members who encourage young people to
participate in gambling, for example, by asking help to pick winners or to contribute to the
cost of purchasing of a lottery ticket. The intergenerational effects of marketing and
promotion of gambling is visible when interviewing Maori who often state they were
actively recruited to participate in gambling by way of family members, especially by
grandparents, (Dyall and Hand 2003).
The above pattern continues today with New Zealand children being constantly exposed to
gambling advertising in many different settings and this is often linked to sport or a major
sport or track betting event, such as watching a major rugby game or horse racing event.
Advertising of gambling is ever present on and off the sports field in New Zealand, with
children and adults constantly together being informed of the odds of their favourite team
winning or losing and therefore, the possibility of betting and winning additional cash.
Gambling advertising on New Zealand television and in the media occurs with minimum
restrictions. Therefore, it can be questioned as to whom is responsible for enforcing and
monitoring the current voluntary code which governs gambling advertising in New Zealand.
Gambling and Social Marketing: Another Form of Advertising
One of the key interventions that have been introduced in New Zealand to reduce gambling
related harm is a social marketing campaign. This campaign aims to improve the quality of
life of New Zealanders by strengthening society’s response to gambling and preventing and
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reducing gambling harm. Objectives of the programme are to: denormalise harmful
gambling behaviour, enhance communities’ capacity to define and address gambling issues,
reduce exposure to harmful gambling opportunities, and increase understanding of
gambling issues for all New Zealanders in relation to Te Tiriti o Waitangi. It is also
intended to develop partnerships at local, national and international levels to reduce
gambling harm.
The programme is funded by the Ministry of Health and has been contracted to the
Health Sponsorship Council of New Zealand, a body with extensive experience in social
marketing, to implement the campaign in 2007. The campaign has been developed in
consultation with different stakeholder groups, including representatives from different
ethnic populations.
To launch the campaign a simple message has been developed that is “problem gambling
affects everyone in the community and problem gamblers come from all ethnic groups in
New Zealand”. A mainstream message has been developed showing ethnic faces of people
who have been affected by problem gambling in New Zealand and in particular by playing
gambling machines. The message aims to provide a warning, yet at the same time support
the normalisation of gambling within New Zealand society, for alternative recreational
activities are not promoted nor is information provided on the politics of gambling in New
Zealand The campaign merely aims to provide support to those affected by problem
gambling, to encourage those who need assistance to seek help and to increase the public’s
awareness of problem gambling. It is estimated that only 10–15% of those affected by
problem gambling currently seek help in New Zealand. The campaign has increased
attendance at gambling intervention services but the long term effectiveness of the program
is unknown. However, as all forms of media have been used to implement the campaign
inadvertently, it supports marketing and advertising of gambling, (Ministry of Health
2006b).
Different ethnic groups have questioned the effectiveness of the campaign and have
challenged the notion of a generic message being used and translated for all major ethnic
populations in New Zealand. Maori, for example, has challenged the effectiveness of the
campaign and advocated as being indigenous they should be resourced to develop their own
social marketing campaign, as tangata whenua (people of the land) they have been
significantly affected by gambling related harm and this has occurred as part of the process
of colonalisation, (Dyall 1998). A Maori social marketing to address the intrusion of
gambling into Maori culture and wellbeing now needs to be developed to address gambling
related harm for Maori. As a programme, it is likely to be different and not only focus on
those affected by problems with gambling, but also focus on those stakeholders groups who
have promoted gambling and created gambling related harm for Maori. If given the
opportunity, this campaign, along with others developed by other ethnic groups in New
Zealand, is likely to challenge the cultural values of Pakeha (Europeans) religious and
sporting organisations and the Government generally which has promoted gambling, to
become part of the culture fabric of New Zealand society, (Grant 1994).
Advertising and marketing of gambling, such as the promotion of “Lotto”, has played an
important role in allowing gambling to be embedded in New Zealand’s culture and is now
an integral part of many of New Zealanders’ lifestyles and a means of coping with
boredom, personal trauma and to create excitement in their lives, (Dyall and Hand 2003)
Gambling advertising in New Zealand is now increasingly links to these triggers to gamble
and messages are increasingly being developed to use gambling as a means to achieve
lifestyle dreams, to become socially mobile and a means to socialise with others. No
information as mentioned is provided alongside Lotto advertisements of the odds of
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winning. Again, there is a breach of not meeting now acceptable standards for socially
responsible gambling.
Advertising and Marketing of Gambling: International Trends
Internationally, there is a growing interest and awareness that marketing and advertising of
gambling should be socially responsive and should not target children or vulnerable people.
A level playing field, for example, has also been proposed in England, in which different
forms of gambling should have to meet defined advertising standards and if breached,
complaints should be able to be referred to an independent body called the Gambling
Commission for review, (Committee of Advertising Practice 2006). New advertising
standards are planned to be in place in England in late 2007, to coincide with the
implementation of the Gambling Act 2005. Following community and stakeholder
engagement, it has been decided that gambling advertising should be socially responsible,
not target children, young adults, vulnerable individuals and not mislead people to consider
that gambling will solve financial issues or improve their sexual attractiveness. A voluntary
self regulation code has been agreed to be administered by the Advertising Standards
Authority linked to the Gambling Commission.
Queensland in Australia, has also developed guidelines to promote responsible gambling
as part of this State’s legislative requirements related to gambling and are based on the
Australian Advertiser Code of Ethics adopted by the Australian Association of National
Advertisers, (Queensland Office of Gaming Regulation 2005).
In Quebec, (Canada), specific advertising standards have been developed. For example,
the odds of winning the State lottery must be clearly visible, children are not to be targeted,
no particular group is to be targeted and any marketing of a new gambling product must
involve advertising of the risks associated, (Korn 2000; Griffiths 2005).
In all three different localities there is a general agreement that gambling advertising
should be fair, provide information on the odds of winning and should protect those who
are vulnerable. The concept of vulnerability however, is not defined and thus each locality
and those involved in gambling decision making have the authority to decide from their
perspective as to who is vulnerable.
In all localities, however, there is no requirement to protect the cultural wellbeing of
specific ethnic populations and to prohibit the use of their cultural symbols, images, music
and cultural events, such as “Chinese New Year”, in the marketing and advertising of
gambling. This omission is of concern, as all three localities have different ethnic groups
living within these regions and no provision has been made by Queensland and Quebec to
protect their indigenous populations and ethnic communities in which where their culture
plays a major role in protecting and enhancing their wellbeing. Ownership of intellectual
property such as cultural icons and cultural events is a sensitive matter for indigenous and
ethnic minority populations. The use of these icons and events without their approval by
organisations marketing commercial products, is seen as disrespectful and a form of
intellectual piracy, (Griggs 2001).
Increasingly, we are seeing in New Zealand the use of ethnic (e.g. image of dragon
dance round the Chinese New Year festival) and Maori icons, (e.g use of native flora or
fauna in promoting “scratch kiwi”) being used in the promotion and marketing of gambling
with no real ethnic input, approval and monitoring of agreements reached. To recognise the
important relationship between health and culture as a determinant of wellbeing, countries
or states developing guidelines for marketing and advertising of gambling should actively
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seek advice and input from their indigenous and ethnic populations to identify what
protections they would like to see in place for their people, (Durie 2004).
They should be asked as to how they would like or not want their culture values and
icons being used in the promotion and marketing of gambling. Further, they should be
consulted to identify the extent marketing and advertising of gambling should be allowed to
be present and linked to their culture. For example, should gambling, be able to capitalise
on specific ethnic cultural events. At present “red pockets” are often used by Chinese
families to give money to each other to promote their good health and wellbeing at Chinese
New Year. This event has been capitalised in New Zealand and taken and used by a
gambling provider as a means to promote itself as place to visit, a place to gamble and a
place to consume alcohol with the offer of free drink vouchers by the use of “red pocket”.
The icon of the Chinese dragon has also been used part of their marketing to coincide with
Chinese New Year. This form of marketing has occurred in a context where it is known that
specific Asian communities are at risk from harm from casino gambling. Similar activities
have also occurred linking with Pacific peoples’ focussing on food and music. Lack of
consultation to date in New Zealand with Maori and specific ethnic communities has meant
that these communities have been unable to define the ground rules as to how their culture
and special cultural events should be respected and protected from the business of
gambling.
An open approach regarding marketing and advertising of gambling places special
responsibilities on those agencies which have responsibilities for gambling policy, licensing
and regulation of legalised gambling. In New Zealand, there should be greater engagement
with indigenous and ethnic communities as to their how their cultures and cultural icons are
used and protected in the business of gambling.
Third Person Effect
Despite recognition of the power of advertising, there has been little research conducted to
determine the influence gambling advertising has on peoples’ attitudes and gambling
behaviour. Research conducted in relation to the advertising of legal products such as
tobacco or alcohol, has found that when interviewing people as to whether there should be
restrictions in advertising related to alcohol or tobacco, there has been strong support for
restrictions to protect “others”. This has been defined and described as the “third person
effect”, in that people are likely to consider that others are more affected by persuasive
advertising and marketing than themselves and on that basis, are supportive of restrictions
to protect “others”.
Research which has tested this assumption in relation to casino and lotto advertising
has found that the third person effect does apply and from one study, it was found that
there was greater support for the protection of adults than children. From the findings of
this study, researchers suggest that participants considered that adults more than
children, are more likely to be influenced by gambling advertising, which then affects
their attitudes and behaviour towards gambling and possibly, increases their the level of
harm from gambling. Casino advertisements were considered to be more influential than
lottery advertisements, with women being more supportive of protecting others, (Youn
et al. 2000).
A number of different reasons have been given to explain these findings. It has been
suggested that the term children may have been interpreted differently by participants, with
some considering the term related to those in elementary school, where as others, may have
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considered the term widely and included those from preschool to high school. Overall, it
was concluded that respondents were likely to consider what protections are already in
place for children, the likelihood of them gambling and current restrictions in place to limit
gambling harm. Although the findings of this study are important, researchers caution using
this study as the basis for developing media censorship policy as more information is
needed to understand fully the third person effect, before developing effective policies to
provide consumer protection,(Youn et al. 2000).
On the other hand, lottery operators are aware that marketing and advertising, especially
through television, plays an important role in reaching a broad audience and promoting the
regular sale and growth of lottery products. Television screening of gambling results, such
as the weekly lottery and daily keno increases visibility of gambling and in some situations,
allows winners to be highly visible and for losers to be invisible. These types of shows are
part of advertising and marketing of gambling and they are regularly watched by wide
audiences and often with children watching.
As well as this form of advertising increasingly, there are television programs being
commissioned which encourage individuals to compete in different intellectual games such
as quizzes, which tests their knowledge and risk taking behaviour in being able to win or
lose dollars for themselves or on behalf of different charity groups. Exposure and watching
television varies in communities and it has been found that those on low incomes are likely
to watch television more than other income groups and therefore, subject to greater
exposure to gambling advertising than other income groups.
Research has found overseas and in New Zealand, that those on low incomes spend a
greater proportion of their income on gambling than other income groups, are more likely
to be influenced by gambling advertising and have a higher prevalence of problem and
pathological gambling, Ministry of Health 2006a). New data released in New Zealand has
identified that although access to gambling machines in the community has reduced, there
has been an increase in the number of people seeking help with problems associated with
casinos, (Ministry of Health 2007). This increase may be related to regular advertising by
local casinos, such as Skycity, which regularly promotes itself on television as a place to
visit for an evening out.
Marketing and Advertising of Gambling in New Zealand
Increasingly, there is growing awareness that gambling advertisements should be truthful,
honest and have to meet defined standards which protect consumers from false advertising.
Work is underway in New Zealand by key gambling stakeholders to review gambling
advertising and to propose a new voluntary code of practice to counteract growing concerns
that there should be restrictions on the marketing and advertising of gambling, consistent
with the requirement to develop harm minimisation regulations.
Several studies with common methodology have been conducted in New Zealand which
highlight that gamblers are aware of advertising. The most recent study was undertaken in
2000 and involved 1,500 participants, (Department of Internal Affairs 2001). One of the
areas surveyed was participants’ awareness and attitudes towards gambling advertisements.
For all participants, the majority could recall gambling advertisements especially those
funded by the New Zealand Lotteries Commission which run Lotto, daily keno, scratch
kiwi and other products. Those who played the pokie machines had the greatest recall. Men
could recall more than women and those who were significantly engaged in gambling were
more likely to recall gambling advertisements.
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Ethnic differences also emerged, in which Maori had a higher recall than non Maori
(Pakeha) for track betting advertisements and had the least knowledge as to whom benefited
from legalised gambling in New Zealand. Pacific participants also had a high recall of
advertisements, especially in relation to casino messages where as Maori had a lower recall.
The pattern of recall, mirrors the prevalence of problem gambling in New Zealand, with
Maori having four times the risk of being affected by gaming than non Maori (Europeans)
and for Pacific their risk is six fold,(Abbott 2001; Ministry of Health 2006b).
Currently, with the exception of casinos, legalised gambling exists in New Zealand to
provide funding as a “community good”. This funding provides support to many different
community groups and activities. It also supports the development and maintenance of
Maori cultural heritage, such as development of marae (meeting place) or associated
facilities and funding has just recently been allocated to support Pacific community and
cultural developments. As specific forms of gambling have now been legalised for the sole
purpose to provide community benefit, it can be questioned, “why do communities and
populations should have to be subjected to gambling marketing, advertising and the
potential harms caused by gambling?”
Being subjected to and exposed to gambling advertising without any choice or any
protections in place, it can be argued on the evidence available, that this is hazardous in
New Zealand and can be considered a form of environmental pollution. This perspective
sounds radical, however, just recently, the Auckland City Council, governing the largest
city in New Zealand, has made a decision to develop a bylaw to remove from the public’s
eye all large billboards and other forms of advertising in the city area, (Thompson 2006).
The Council’s decision has been made on the basis that large scale commercial advertising
competes with and distracts the viewer’s eye away from their physical surroundings and
devalues the natural beauty and cultural heritage of Auckland city. This decision has been
challenged by many organisations dependent upon commercial advertising. The decision to
remove, however, has made on the basis of the collective interests of Auckland, to develop
this city to a high international standard.
The same analogy can be applied to gambling and it can be asked, “why does the
general public in New Zealand has to be exposed and subjected to gambling advertising?”.
Currently, legalised gambling in New Zealand as mentioned exists mainly to provide a
community benefit and as a consequence, many community groups are now reliant upon
this form of funding to support their activities, (Amey 2007).
To receive gambling funding, some gambling charitable trusts and the New Zealand
Lottery Grants Board encourage community groups to promote gambling in a subtle way.
For example, they encourage some sports groups to promote their logo on their sports
uniform or in their advertising, recognition of their sponsorship. It is also common to see on
different community initiated buildings, such as marae or associated facilities, a plague
which acknowledges the support that has been given by the New Zealand Lotteries Board
or a charitable gambling trust.
At the same time community groups are actively by the Department of Internal Affairs to
actively apply for gambling funding, even though funding may have been taken from
poorer communities to fund activities in higher income communities. To reduce reliance on
gambling funding a community led organisation called the “Gambling Watch Coalition”,
has developed a public awareness campaign to encourage community groups not to take
gambling funding to support their activities, therefore, not become reliant and dependent
upon gambling funding, (Gambling Watch 2004).
At present, there is some degree of conflict of interest in the roles and responsibilities of
the Department of Internal Affairs, the Government’s agency responsible for gambling in
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New Zealand. This agency has responsibility for the development of regulations,
monitoring and licensing of gambling in New Zealand and to date has focussed on
changing the environment and culture within gambling venues. It is considered that it is
now timely for this agency, to recognise its responsibilities to Maori as a treaty partner with
the Crown, which gives tangata whenua defined rights and places responsibilities on
government agencies to protect and enhance the wellbeing of Maori firstly, and then
other citizens.
It is argued that as gambling has become an integral part of the culture of being Maori,
supported by advertising and marketing of gambling that the Department of Internal Affairs
should take a leadership role and develop a statutory defined code, possibly by way of
regulation, which is socially responsible and clearly defines how gambling products should
be marketed and which protects indigenous and ethnic populations cultural icons, cultural
values, music and cultural activities.
This initiative would address the current imbalance of power, in which gambling
industries define from their perspective as to whom is vulnerable and what is socially
responsible gambling. Alternatively, the Department of Internal Affairs with government
support could take a similar approach as the Auckland City Council to ban all forms of
gambling advertising and marketing on the basis that it encourages gambling and for many
individuals and ethnic communities, gambling creates harm.
Conclusion
New Zealand currently has an unregulated environment in relation to gambling marketing
and advertising even though as a country, it has been involved in developing a public health
approach to address gambling related harm. There is potential within the Gambling Act
2003, in New Zealand for the Department of Internal Affairs to take a leadership role with
Government support, to develop more formal rules related to gambling marketing and
advertising, as part of its statutory requirements to develop harm minimisation regulations.
Lessons can be learnt from other countries which have developed gambling advertising
guidelines in that they have failed to consider the need to protect indigenous and ethnic
monitories cultural icons, heroes, values, music and events which are important to their
cultural and spiritual wellbeing. Intellectual piracy of cultural icons should be considered in
the area of gambling and safeguards should be in place to ensure that cultural icons are not
used in gambling without the approval of specific ethnic populations. One situation has
already occurred where there existed the possibility of gaming machines manufacturers co-
opting without approval the use of the Maori poi.
In the development of gambling advertising guidelines, indigenous and ethnic groups
should be involved in the development and implementation of them, so that they are
actively involved in determining who is vulnerable, how their children should be protected
and what is fair and responsible gambling from their perspective. In New Zealand, there
should also be consideration as to whether all forms of gambling advertising should be
outlawed, for gambling largely exists to provide community benefit. Further, New
Zealanders can now ask similar questions as those which were considered by the Auckland
City Council. On behalf of Auckland rate payers this body has decided that commercial
advertising by way of large billboards is a form of environmental pollution as it detracts
away from the beautiful natural surroundings of New Zealand.
As a country New Zealand prides itself internationally on its image, as a clean green
country. Perhaps this analogy now needs to be taken into the area of gambling, in which it
Int J Ment Health Addiction (2009) 7:84–96 95
is time now to clean up gambling advertising in our communities and develop a coherent
response to gambling advertising. It is argued that we should not leave key stakeholders
with a vested interest in gambling to develop guidelines on gambling advertising. Instead,
the Department of Internal Affairs should be required to engage with Maori and other
ethnic groups as to how gambling advertising should be regulated so that gambling does
not invade further into changing our culture, our values and lifestyles and furthermore, our
cultural icons are not exploited in the business of gambling.
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